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ABSTRACT 
This research aims to study the personal factors, marketing mix, and brand equity that affect 
purchasing decisions for online facial skincare products among consumers in Beijing, China. 
The study consists of 260 consumers who have purchased such products online in Beijing, 
China. Data was collected through a questionnaire using convenient sampling methods. Data 
analysis included the use of frequency, percentages, mean, standard deviation, t-test, F-test, 
and multiple regression analysis. The results revealed that among consumers in Beijing, China, 
differences in gender and income had varying effects on purchasing decisions for online facial 
skincare products, with statistical significance at the 0.05 level. The marketing mix, including 
factors like price and promotion, had a significant effect on purchasing decisions for online 
facial skincare products. These effects were statistically significant at the 0.05 level, with a 
predictive power of 21.1 percent. Additionally, brand equity, encompassing elements such as 
brand awareness, brand associations, brand perceived quality, and brand loyalty, significantly 
effect on purchasing decisions for online facial skincare products. These effects were also 
statistically significant at the 0.05 level, with a predictive power of 37.0 percent. 
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